In order to improve the banking service quality, E-banking is one of the commonly accepted IT solutions by most of the Indian banks. It is playing a unique role in strengthening the banking sector and improving its service quality. There is expected improvement and tremendous increase in customer satisfaction level with the advent of e-banking services, along with other benefits like reduction in cost of banking operations, enhanced competitiveness and increased profitability. Therefore it is necessary to identify the dimensions of e-banking services and evaluate its effect on customer satisfaction.
INTRODUCTION AND CONTEXT OF THE STUDY
Information and Computer Technology (ICT) has shrunk the world into a global village. Its effect on service sector is revolutionary. ICT has been seen as a mean of enhancing service quality of banking industry. Bank customers are becoming very demanding and are conscious of the extensive use of technology in day to day life. ICT solutions enable the banks to satisfy adequately the requirement of customers. Banks are providing ICT based e-services to their customers which are called as e-banking, internet banking or online banking. For the past decade and half, E-banking has been one of the emerging trends in the Indian banking and is playing a unique role in strengthening the banking sector and improving service quality.
Let us first understand the concept of E-banking. As per Daniel (1999) , electronic banking is defined as the delivery of banks' information and services by banks to customers via different delivery platforms that can be used with different terminal devices such as a personal computer and a mobile phone with browser or desktop software, telephone or digital television. According to Khan (2007) , Internet (electronic) banking includes the system that enables financial institution customers, individuals or businesses, access accounts, transact business, or obtain information on financial products and services on public or private network including Internet. The banking sector in India has introduced E-banking in a phased manner. Online banking, at least to some degree, has become the norm for many simple bank transactions. And that's not a bad thing -the easier it is for consumers to check their accounts, pay their bills and move money from one account to the other, the more likely they are to actually do these things and maintain a more organized financial life. (http://www.investopedia.com). However there are risk and security issues with e-banking services. In the world of e-services customers are concerned about security. Products available so far tend to be unexciting and in the wake of Asia's recent economic crisis, many smaller banks have been preoccupied with the more urgent issue of survival. However, if the banks handle the basic features of online banking like fund transfer, balance enquiry, bill payments then chances of success are there. (Pasa and Sharman, 2002) .
The benefits of E-banking are many, which overpass the risks involved. There is increase in customer satisfaction level, reduction in cost of banking operations, increased productivity and as such there is a tremendous scope for Indian banks to enlarge their Ebanking services which could enhance their competitiveness. With E-banking services the customers can view the accounts, get account statements, transfer funds, purchase drafts by just making a few key punches. Availability of ATMs and plastic cards, EFT, electronic clearing services, internet banking, mobile banking and phone banking; to a large extent avoid customers going to branch premises and has provided a wider range of services to the customers. In every industry, especially service industry, customers satisfaction is considered as a pre-requisite for customer retention, loyalty and convenience which ultimately helps in realizing the goals of profitability, market share, growth, return on investment, productivity etc. There is a huge question on what is considered as service quality? Customer satisfaction and service quality are related concepts.
According to Saha and Zhao (2005) , customer satisfaction is defined as a collection of outcome of perception, evaluation and psychological reactions to the consumption experience with a product/service. However there may be some possibilities of gap between the customer's expectations and the actual perception of service quality. The relationship between expectation, perceived service quality and customers satisfaction have been investigated in a number of researches (Zeithaml, et al, 1988) . They found that, there is very strong relationship between quality of service and customer satisfaction (Parasuraman et al, 1985; 1988; ) . The present paper is an attempt to identify the dimensions of service quality and study its effects on customer satisfaction with reference to Indian banks.
LITERATURE REVIEW
Service quality and customer satisfaction are two different concepts, very closely related to each other. Service quality directly affects customer satisfaction and had a direct impact on the profitability if the business. Therefore an in-depth study if their relation and the effect of one on another is an important aspect of study. With the boom in the banking industry and with the advent of e-service banking customers' expectations has increased many folds. Also as posited by Delvin (1995) , the quality of services derived from a banking activity influences it usage hence since customers have less time to visiting a bank and therefore want a higher degree of convenience and accessibility. This attributes has led to customers being satisfied thus their adoption of Internet banking.
Delvin (1995) also argues that perceived usefulness, ease of use, reliability, responsiveness, security, and continuous improvement (Liao and Cheung, 2008) has led to the adoption of internet banking. Liao and Cheung (2002) found in their study that individual expectations with reference to accuracy, security, network speed, user-friendliness, and user involvement and convenience were the most important quality attributes in the perceived usefulness of Internet-based e-retail banking.
In the word of Spreng and Mackoy (1996) service quality and customer satisfaction are the two essential concepts that are at the banking theory and practice. The importance of service quality and customer satisfaction is shown by the in-depth theoretical and empirical studies worldwide on the two concepts in recent times. According to Parasuramanet.al.(1985) , Jain and Gupta, (2004) and Kumbhar (2011) there is an established strong relationship between quality of service and customer satisfaction since a perceived higher level of service quality results in increased customer satisfaction and a lower level of service quality results in a dissatisfied customer. Parasuraman, Zeithaml and Berry (1988) in their empirical work argue that "if the expected quality of service and actual perceived performance is equal or near equal the customers can be satisfy, while a negative discrepancy between perceptions and expectations or 'performance-gap' lead to customer dissatisfaction, and positive discrepancy leads to consumer delight". The relationship between expectation, perceived service quality and customers satisfaction have been investigated in a number of researches (Zeithaml, et al, 1996) .
Increase in service quality of the banks can satisfy and develop attitudinal loyalty which ultimately retains valued customers (Nadiri, et al 2009) . The higher level of perceived service quality results in increased customer satisfaction. When perceived service quality is less than expected service quality customer will be dissatisfied (Jain and Gupta, 2004) . According to Cronin and Taylor (1992) satisfaction super ordinate to quality-that quality is one of the service dimensions factored in to customer satisfaction judgment. In an exploratory study by Malhotra and Singh (2010) for the Indian economy on internet banking, it was found out that the private and foreign Internet banks have performed well in offering a wider range and more advanced services of Internet banking in comparison with public sector banks. This led the private and foreign firms being able to satisfy their customers more than their local counterparts in the public sector.
There is increasing competition and rapid deregulation that have led many service and retail business to seek profitable ways to differentiate them (Parsuraman 1988) . One success strategy is to deliver high service quality (Rudie &Wansley 1985, Thompson De Souza and Gale 1985) . Delivery superior service quality has become the basic requisite for success of the business. Perceived quality is consumer's judgment about an entity's overall excellence or superiority (Zeithmal 1987) .
Heng Michael et al. (2006) analyzed the impact of e-banking on traditional banks through innovation model. For success of e-banking the researchers suggested that banks need to develop uniquely innovative services and products. Also they stressed on the fact that banks need to develop innovative business model for day to day operations. They concluded that eight core capabilities (technical dynamic capabilities and business dynamic capabilities) provided a base for sustaining a bank's ability to exploit e-banking. Most of them are using online channels regularly for a variety of purposes, and for some there is no need for regular personal contacts with the bank's branch network, which is an expensive channel for banks to run (Berger & Gensler, 2007) . Manoharan (2007) conducted a study on the epayment system in India and its performance impact on Indian banking sector. RTGS emerged as the principal payment system in India for wholesale payment. Ramani (2007) studied the impact of e-payment system on Indian banking sector. Various development made by RBI in the e-payment systems (RTGS, deferred net settlement system such as electronic clearing services debit and credit, electronic fund transfer and NEFT), were studied by the researcher. The study found that these methods had increased the use of core banking solutions, data warehousing and data mining. Also E-payment had reduced the chances of fraud, improved customer service by cutting the delay in payment obligation. Some research suggests that adding the Internet delivery channel to an existing portfolio of service delivery channels results in nontrivial increases in bank profitability (Young, 2007) .
There is a wide range of literature on service quality and its effect on customer satisfaction. Evaluation of quality is not made solely on the outcome services; they also involve the evaluation of the process of service delivery (Parasuraman, Zeithamal& Berry 1985) . Berry (1985) also states that service quality is an overall evaluation of a business. There are 10 dimensions used by consumers to assure the service quality. Parasuraman (1985) developed a scale to measure service quality, termed as SERVQUAL scale. This multidimensional scale provides a technology base for measuring and managing service quality. The original SERVQUAL scale was based on ten dimensions. These are tangibles, reliability, responsiveness, communication, creditability, security, competence, courtesy, understanding/ knowing the customers and access. (Parsuraman, Zeithmal and Berry 1985, pg. 47) . The details of ten dimensions of the SERVQUAL scale and their definitions in displayed in Table 1 .
In Parasuraman's (1988) work he further reduced the ten service quality dimensions to five dimensions as displayed in Table 2 .
In order to have a detailed coverage of the topic and study the impact of electronic banking service quality on customer satisfaction, for the present study all the 33 items related to service quality based on the original SERVQUAL model (as in table 1) are taken into consideration.
Objectives of the Study
The present study is undertaken to assess the impact of e-banking service quality on customer satisfaction in the banking sector in India. The study attempt to answer the following research questions:
1. To identify the major e-banking service quality (SQ) dimensions that lead to consumer satisfaction (CS). 2. To identify correlation between service quality (SQ) and consumer satisfaction (CS).
3. To assess the impact of service quality dimensions/ factors on E-banking customers satisfaction.
Hypothesis
Ho1: All e-banking service quality dimensions (competence, reliability, communication, security, access and creditability) are not significant with customer's satisfaction.
H1: All e-banking service quality dimensions (competence, reliability, communication, security, access and creditability) are significant with customer's satisfaction. H02:
All e-banking service quality dimensions (competence, reliability, communication, security, access and creditability) does not impact customer's satisfaction.
H2: All e-banking service quality dimensions (competence, reliability, communication, security, [Vol XII, 2017] access and creditability) do impact customer's satisfaction.
RESEARCH METHODOLOGY
The present study is based on primary data. The primary data is collected from 200 respondents availing E-banking services from various public sector as well as private sectors banks. In all 33 variables relating to ebanking services were considered to design the questionnaire. These variables were measured on the five-point Likert scale. Various statistical tools were applied for analysis of data. Factor analysis was used for data reduction. Cronbach alpha, Kaiser-Meyer Olkin (KMO) and Bartlett test of sphericity were applied to check reliability. Correlation and Regression analysis are run to test the effect of the service quality dimensions on overall customer satisfaction. For in-depth study of literature secondary data was collected from various journals, magazines and websites. The data is processed on SPSS 16.0.
FINDINGS AND CONCLUSION
The demographic profile of respondents is presented in table 3. As per table 3, 63 per cent of the respondents were males and 37 per cent respondents were females. The age profile of respondents indicates that the respondents are mostly belonging to age group ranging from 25 to 55 years of age (cumulative percentage-89.5 per cent). Theeducational profile of respondents, indicate that most of the respondents (cumulative frequency-89 per cent) are educated. The income profile of respondents and the type of account holding of the respondent i.e. saving account, current account or salary account is also presented. Research objective 1: To identify the major e-banking service quality (SQ) dimensions that lead to consumer satisfaction (CS).
Principal Component analysis with varimax rotation was used on 33 variables of service quality. The Bartletttest of sphercity was significant and the Kaiser-Meyer Olkin (KMO) measure of sampling adequacy was larger than 0.5 which showed that the use of factor analysis was reliable. Table 4 shows the result of factor analysis. In all six factors were extracted from the 33 variables. These factors namely-Competence, Reliability, Communication, Security, Access and Creditability predicted the overall satisfaction of customers regarding e-banking services. by the factor. Customers are found to be more sensitive towards parameters like quick and accurate transfer of fund, transparent accounting system, punctuality etc. hence showing that ebanking has improved the competence of the banks by providing the fair, clear and timely services to customers.

Factor 2-Reliability: reliability had a factor loading of 0.810 with 55 per cent of variance explained by this factor. It indicates that customers judge the service quality by parameters like accurate billing, correctness of records timely services etc.
Factor 3-Communication: this factor had a loading of 0.789. It measures the ability of banks to communicate true and fair information to its customers regarding cost of services, problem relating to e-services or newly introduced schemes etc. This shows that e-banking provides sophisticated information to well-educated customers.
Factor 4-Security: with 0.734 factor loading, and 42.63 per cent of variance explained, this factor explains the customers concern over issues like account safety, financial security, confidentiality of personal information etc. As e-banking is mainly operated through password, confidentiality should be maintained. Secured password facility provides immense help to the customers in maintaining secrecy of their money and transactions.
Factor 5-Access: this factor had a loading of 0.650 with 50 per cent of variance explained by this factor. Convenient physical location of facilities like ATMs is important parameter of service quality. It means that e-banking provides convenient location of service facility through the location of ATM or point of money transfer terminals.
Factor 6-Creditability: this factor had a loading of 0.610 with 51 per cent of variance explained by this factor. Customers trust, reputation of the bank, honest policies etc are variables forming part of this factor. This extraction provided that customers considers e-banking services as reliable source of banking which has enhanced the reputation of the bank on the one side and trust of the respondents on the other. Research objective 2: To identify correlation between service quality (SQ) and consumer satisfaction (CS).
To answer the second research question the following hypothesis was framed.
H1: All e-banking service quality dimensions (competence, reliability, communication, security, access and creditability) are significant with customer's satisfaction. The use of multiple correlation tests is important in assessing the relation between multiple independent variables and one dependent variable. Correlation analysis was run on SPSS 16.0 to find the level of correlation between dimensions of e-banking service quality and the overall satisfaction of banking customers. Here overall satisfaction was taken as dependent variable and the factors of service quality were taken as independent factors, results of which are presented in table 5.
Analysis of table 5 shows that all the six factors of service quality are significant with overall satisfaction.
Factor-Access is significant at 5% significance level, whereas the rest five factors namely-Competence, reliability, communication, security and creditability are significant at 1% significance level. This suggests that the null hypothesis Ho1 is rejected in favor of H1. Thus all e-banking service quality dimensions (competence, reliability, communication, security, access and creditability) are significant with customer's satisfaction Research objective 3: To assess the impact of service quality dimensions/ factors on E-banking customer's satisfaction.
To answer the third research objective following hypothesis was framed:
H02. All e-banking service quality dimensions (competence, reliability, communication, Table 5 . Spearman Correlation between SQ Dimensions and Customer Satisfaction R 2 for the model was 0.69 which indicate that the service quality dimensions factors accounted for 69% of variations in the dependent variable-customer satisfaction. Thus on this basis Ho2 is rejected in favor of H2. Thus all e-banking service quality dimensions (competence, reliability, communication, security, access and creditability) do impact customer's satisfaction.
The findings of the study reveal that e-banking provides convenient ways to manage finance, with fast and quick fund transfer services. It brings down the cost of services reducing wastage of resources, increasing flexibility and improved quality of service. Thus with E-banking anytime anywhere banking becomes possible. It signifies that by improving the quality of customer service, E-banking has contributed for the development of the finance sector of India. It can be observed from the findings of the study that bank customer found it suitable to transact through electronic banking. Therefore improved services, easy to transact from anywhere and anytime are the main reasons due to which E-banking is adopted by the customers. It further improves a bank's performance and competitiveness so that existing customers can benefit from greater degree of convenience in effecting transactions.
